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Xiamen Mobile Company has been concentrating on its business running and won 
a great success in the field of mobile communication business. After eleven years of 
rapid development, Xiamen Mobile has become the leader in the market of 
telecommunication industry in Xiamen. Currently, the competition of full-service in 
telecommunication industry in Xiamen becomes more and more fierce. On one hand, 
Xiamen Mobile starts to involve in the business of desk phones, broadband and other 
businesses, in which its competitors have deep accumulation; on the other hand, relying 
on the opportunity of the 3rd-Generation, its competitors has been launching a new 
round of competition on the segmentation communication market. Analysis shows that 
the whole environment brings opportunities and also poses threats. Xiamen Mobile 
Company should take full advantage of its core competitiveness in the broad network 
coverage, creative business, golden service brand and scale effect, with the guidance of 
Integrated Cost Leadership Differentiation Strategy, to solve the new coming problems 
in further development. "Customer Loyalty" is the key to solve these new problems. 
Xiamen Mobile Company needs to implement the "Customer Loyalty" oriented strategy 
to win the competition in the new era, of which the specific way is to implement the 4Vs 
marketing strategies, including the marketing mix of Variation, Versatility, Value and 
Vibration. 
This paper analyzes the macro environment, industry environment and internal 
environment of Xiamen Mobile, and concludes the problems faced in the new period, as 
well as the related solutions. Under the guidance of the 4Vs marketing strategies theory, 
it applies multiple cases to analyze feasibility and necessity for Xiamen Mobile.  
In brief, this paper comes to a conclusion as below: in the current competitive 
situation of high technology and high attention to service, we should pay full attention to 
"Customer Loyalty " to promote the core competitiveness; and the 4Vs marketing 
strategies, which is chosen as the specific way to implement "Customer Loyalty" target, 
can lead Xiamen Mobile Company to carry out business activities, achieve strategic 
objectives in competition, and finally win competitive advantages in the next step. 
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① GDP，Gross Domestic Product，即国内生产总值。 
② 数据来源：国家统计局. 中华人民共和国 2010 年国民经济和社会发展统计公报[EB/OL]. 
http://www.stats.gov.cn/was40/gjtjj_detail.jsp?searchword=%BD%BB%CD%A8%BA%CD%CD%A
8%D0%C5&channelid=4362&record=1. 2011-2-28/2011-4-16. 
③ TD-SCDMA，Time Division-Synchronous Code Division Multiple Access，即时分同步码分多址。
是第三代无线通信的技术标准，国际 3G 标准中的一个。 
④ TD-LTE，TD-SCDMA Long Term Evolution，即 TD-SCDMA 的长期演进。是我国拥有核心自主知识产
权的无线通信标准，是 TD-SCDMA 的后续演进技术。 
⑤ TD，TD-SCDMA 的缩写。 
⑥ 数据来源：厦门市统计局 国家统计局厦门调查队. 2010 年厦门市国民经济和社会发展统计公报[EB/OL]. 
http://www.stats-xm.gov.cn/tjzl/tjgb/ndgb/201103/t20110308_18212.htm.  
2011-03-08/2011-04-08. 
⑦ 数据来源：福建省统计局 国家统计局福建调查总队. 2010 年福建省国民经济和社会发展统计公报












































                                                   
① PEST，Politics、Economy、Society 和 Technology 四个英文单词首字母的缩写，即包含政治、经济、
社会和技术因素的外部环境分析方法。 
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